Format blurring and attribute saliency: evidence in Chile by Bianchi, Constanza & Mena, Joaquin
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
QUT Digital Repository:  
http://eprints.qut.edu.au/ 
    
Bianchi, Constanza and Mena, Joaquin (2008) Format blurring and attribute 
saliency : evidence in Chile. Academia : Revista Latinoamericana de Administracion, 
41. pp. 19-32. 
 
 
    © Copyright 2008 (please consult the authors) 
 FORMAT BLURRING AND ATTRIBUTE SALIENCY: EVIDENCE IN CHILE 
 
 
Constanza Bianchi, Ph.D. 
Teaching and Research Fellow 
School of Advertising, Marketing and Public Relations 
Faculty of Business 
Queensland University of Technology 
Brisbane, Australia 
Constanza.bianchi@qut.edu.au 
Phone: 61 7- 3138 1354 
FAX: 61 7- 3138 1811 
 
 
Joaquin Mena 
School of Business 
Universidad Adolfo Ibáñez 
Presidente Errazuriz 3485 
Las Condes, Santiago, Chile 
jmena@uai.cl 
 
 
 
 
June, 2007 
 
Forthcoming at:  Revista Latinoamericana de Administracion Academia,  
(2008) Vol. 40
 1
FORMAT BLURRING AND ATTRIBUTE SALIENCY: EVIDENCE IN CHILE 
Abstract 
An important trend in the Chilean retailing industry has been the increase in format 
blurring. Chilean consumers find groceries, electronics, clothes, and house ware items 
in supermarkets, department stores, drug stores, or home improvement stores. The 
academic literature suggests that consumers associate certain store formats with specific 
expectations, thus it is important to understand which are the most important attributes 
are for consumers when shopping at the different retail formats. This investigation 
explored if consumer store attribute saliency varies for the different retail format. 
Twenty interviews were initially held with consumers, which identified twelve store 
attributes that were salient for four different retail formats: grocery, department, home 
improvement, and drug store. Furthermore, survey results showed that the saliency of 
seven of these attributes showed significant differences across formats.  
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FORMAT BLURRING; ATRIBUTOS RELEVANTES PARA DISTINTOS 
FORMATOS MINORISTAS: EVIDENCIA EN CHILE.   
 
Resumen 
Una tendencia importante en la industria minorista Chilena ha sido el aumento en 
format blurring (sobre posición de formatos). Consumidores chilenos pueden adquirir 
alimentos, vestuario, y artículos electrónicos en diversos formatos como supermercados, 
tiendas por departamento, farmacias, y tiendas de mejoramiento del hogar. La literatura 
académica sugiere que consumidores asocian expectativas específicas a un formato 
minorista, por lo tanto es importante entender cuales son los atributos más relevantes 
para los consumidores en los distintos formatos minoristas. Esta investigación explora si 
existe variación en los atributos relevantes para consumidores al comprar en distintos 
formatos minoristas. Veinte entrevistas iniciales a consumidores identificaron doce 
atributos relevantes al comprar en distintos formatos minoristas. Adicionalmente, los 
resultados de la encuesta mostró variación significativa en la relevancia de siete 
atributos para los cuatro distintos formatos minoristas.  
 
KEY WORDS: Comercio Minorista, Format Blurring, Atributos Relevantes, Chile 
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FORMAT BLURRING AND ATTRIBUTE SALIENCY: EVIDENCE IN CHILE 
Introduction 
Retail firms from all over the world are struggling to find the best way to reach and 
satisfy customers by providing more than just goods and services, but an ideal shopping 
experience. The future of retailing will be about selling experiences, and therefore 
manufacturers and marketers must think beyond the features and benefits of the 
products they are selling, to know that elements supports or enhances a shopping 
experience.  
One of the critical decisions confronting the shopper in interacting with retail 
stores is store patronage (Nevin and Houston, 1980). Store patronage behavior is found 
to strongly influence retail performance (Tang et. al., 2001). Store patronage is the 
outcome of a shopping experience that incorporates several elements such as low prices, 
product quality, assortment, convenience, entertainment and services, among others. All 
of these variables can affect consumer store patronage (e.g., Arnold et. al., 1983).  
Nevertheless, it is difficult to construct a single shopping experience because the 
retail landscape is changing and consumers are shopping for products at different retail 
formats. Distinctions between retail formats are beginning to blur and overlap. The 
increased competition in retailing has led to a situation of format blurring, where 
retailers have broadened their assortment and consumers can find groceries and 
electronics in supermarkets, as well as in department stores, drug stores, or home 
improvement stores. For example, consumers can choose to purchase electronics and 
compact disks at hypermarkets, department stores, or drug stores (Patrican, 2004). 
Furthermore, although grocery and convenience store channels have traditionally 
dominated the sales of beverage, food, and snack products, non-grocery retailers are 
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now carrying many of these products to capture a greater share of consumer spending or 
share of wallet.  
The concept of format blurring is permeating the retail industry in the United 
States and expanding all over the world (McGoldrick, and Collins, 2007). Consumers 
are now using a variety of retail formats in their shopping experience in order to satisfy 
their shopping needs and requirements. Examples include the office superstore channel 
where leading firms are attempting to grow their copy businesses by complementing 
their assortment with groceries and gift products (Retailing Today, 2006).  
Format blurring is a global trend and retailers are competitively reacting by 
adopting a multi-channel strategy (Dholakia et. al., 2005). Multi-channel retailing 
fosters consumer patronage and long-term loyalty by providing consumers with 
different shopping options for their convenience. However, retailers must make 
substantial efforts to implement multi-format strategies, since consumers expect 
satisfying shopping experiences in every format they shop at (Thomas, 2001).  
The retailing industry in Chile is one of the most competitive, concentrated, and 
geographically expanded in Latin America. The largest retail companies of grocery, 
department store, drugstore, and home improvement retailing, are all Chilean family 
businesses that compete strongly in this small market. The retailing situation in Chile 
differs from other South American countries. This industry has consistently reacted 
towards threats from foreign firms, resulting in a 100% local industry. Furthermore, 
Chilean retailers Falabella, Cencosud, FASA, and Sodimac are gaining presence in 
Latin American markets such as Argentina, Peru, Colombia, and Mexico. 
In most of the retail sectors (grocery, department store, drug store, and home 
improvement), the three major companies represent a large portion of market share (see 
Appendix 1). The most concentrated retail sectors are the drug store chains, where the 
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three largest companies (FASA, Cruz Verde, Salco Brand) have more than 90% share of 
the market. Furthermore, grocery retailing is also concentrated, with two chains, 
Cencosud and D&S, having more than 60% of market share. Furthermore, department 
store chains, Falabella, Paris, and Ripley, account for 50% of the market. The least 
concentrated is home improvement, with only 26% of market share between the two 
largest firms, Sodimac and Easy.  
All of the retail firms that participate in these sectors belong to local family 
companies, and several of them operate different retail formats. For example, Falabella 
is also the owner of home improvement retailer Sodimac, grocery retailer San 
Francisco, and has some ownership of the drug retail chain FASA and of several 
shopping centers. Similarly, Cencosud operates grocery retailer Jumbo, home 
improvement retailer Easy, and department store Paris, as well as several shopping 
centers in Chile and Argentina.  
This has led to an important increase in format blurring in Chile. Grocery stores 
offer appliances, electronics, clothes, books, stationary products, gardening and outdoor 
products. Department stores sell books, food, and provide hairdressers, and tourist 
services in their stores. Drug store retailers are offering food, drinks and gifts in their 
stores, and home improvement retailers stock appliances, gifts and garden products. 
Recent mergers of department chain Falabella and grocery retailer D&S makes this 
industry even more concentrated and prone to channel blurring. 
The academic literature has identified several relevant attributes that affect store 
patronage, such as low prices, convenience, assortment, quality and service (e.g., 
Arnold, Oum, and Tigert, 1983). These studies have generally addressed one specific 
retail format (Sirohi et. al., 1998).  However, recent studies are starting to suggest that 
the saliency of store attributes can differ across retail formats, depending on the reason 
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for buying the product (e.g., Mattson, 1982; Hansen and Deutscher, 1977/78; Van 
Kenhove, et al. (1999), or specific need of the consumer (Green and Krieger, 1995; 
Thelen & Woodside, 1997; Moschis et al., 1997). Overall, the literature review suggests 
that consumers may have different expectations across formats but there is a need for 
further investigation of this issue.  
Due to increased format blurring in the retailing industry, this investigation 
attempts to explore if consumer expectations differ for different retail formats (grocery 
retailers, department store retailers, drug store retailers, and home improvement retailers 
centers).  This suggests that consumers may assign different saliencies to store attributes 
depending on what retail format they are shopping. 
This paper proceeds as follows. The next section reviews the literature on 
consumer store patronage and attributes saliency and proposes a hypothesis which is 
addressed through qualitative and quantitative methodology such as in-depth interviews 
and a survey. Finally, analysis, conclusions and avenues for future research are stated.  
Literature Review 
Consumer store patronage is one of the main factors for a retail store’s success (Tang et. 
al., 2001). Retailers need to constantly make decisions towards meeting the varying 
demands of potential consumers. The more nearly a store’s product and service 
offerings meet consumer expectations, the more likely that it will induce positive 
consumer attitudes towards that store.  
One of the most critical decisions confronting consumers concerns where to 
shop (Nevin and Houston, 1980). Store patronage is one of the topics most studied 
within the retailing literature (e.g., Bearden, 1977; Hackett et. al., 1993; Bell et. al., 
1998, Baker et. al., 2002). Retailers need constantly to make decisions regarding the 
different elements of the retail offer to satisfy the increasing demands of potential 
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customers, and achieve their patronage. The closer the retail offer to the customers’ 
expectations, the more likely having positive outcomes for the retailer such as 
patronage, word-of-mouth, and loyalty.  
Numerous studies have examined the main reasons why consumers patronage 
retail store. Researchers have identified certain specific attributes that affect store 
patronage, such as low prices, convenience, assortment, quality and service (e.g., 
Arnold, Oum, and Tigert, 1983; Bearden, 1977; Hansen and Deutscher, 1977/78; 
Hackett et. al., 1993; Bell et. al., 1998). Some of these studies contemplate demographic 
differences of consumers as well, such as age and income (e.g., Bellenger, Robertson 
and Hirschman, 1976/1977; Hansen and Deutscher, 1977/78).  
Other scholars suggest that consumer store patronage is related to symbolic 
elements, such as the retail store’s reputation and image (e.g., Lindquist, 1974; Kunkel 
and Berry, 1968; Birtwistle, Clarke and Freathy 1999; Handelman and Arnold, 1999). 
Retail store image is a concept that reflects overall consumer attitudes towards 
individual retail stores. Kunkel and Berry (1968) define retail store image as “the total 
conceptualized or expected reinforcement that a person associates with shopping at a 
particular store” (p. 22). The authors indicate that store image is not only affected by 
consumer needs, but also by consumer’s cultural and social environment, which 
prescribes relevant values and norms. This line of research suggests that shopping is an 
overall “experience” for consumers, and incorporates not only functional elements (such 
as merchandise, price, quality), but environmental elements as well.  
    Furthermore, recent research is giving much importance to environmental 
elements within the shopping experience. For example, Baker et. al. (2002) adapted 
Zeithaml’s (1988) model to a retail context and incorporate aspects from Bitner (1990), 
regarding how the service context can affect the purchase decision of the customer.  
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These studies on store patronage behavior and shopper experience have 
generally been tested in one specific retail format (Sirohi et. al., 1998).  However, due to 
an increase tendency of format blurring, consumers have the option to shop for the same 
product in different retail formats, such as superstores (e.g., Wal-Mart), department 
stores (e.g., Sears), drug store chains (e.g., Wallgreens), or home improvement stores 
(e.g., Lowes). For instance, electronic products are available in all these retail formats.  
The saliency of store attributes can differ greatly from a home improvement 
store to a grocery store. Several authors indicate that performance evaluations and 
satisfaction processes occur within a disconfirmation framework (Oliver, 1981; etc.). 
The disconfirmation theory states that consumers compare their perceptions to some 
standard when evaluating the performance of a store. However, a consumer may hold 
different expectations towards different retail formats.    
 Mattson (1982) found that the importance assigned to a store attribute (e.g., 
price, quality), was dependent on the reason for buying the product, whether it was for 
him or herself, or as a gift for a friend. Similarly, Green and Krieger (1995), and Thelen 
and Woodside (1997), concluded that the relative importance assigned to store attributes 
was dependent on the purchase situation and the specific need of the customer. 
According to the authors, store attribute saliencies form the basis for the specific 
reasons that consumers have for buying a product or service. These may vary depending 
on the different retail formats because they are related to situational and personal 
circumstances. For example, a consumer may need to buy a bottle of soda after the 
grocery stores have closed, and will rush to the first store that is open. This choice may 
be different when the consumer requires the same product during the day.  
This suggests that formats are related to task definitions, which refer to the 
reasons that lead consumers to buy or consume a product or service (Hansen & 
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Deutscher, 1977/78). However it is not clear if these saliencies vary across retail 
formats or not. For example, it is not clear if the attribute “low price” is salient for 
consumers in every retail format that they shop.  
Van Kenhove, et al. (1999) found that store attribute saliency can vary for 
different task definitions when shopping for products in a store during a year. This 
means that the same store could be visited for different task definitions. In the case of 
urgent purchase, consumers valued proximity of the store, quick service, and 
availability from stock. Price, services, novelties and quality were of minor importance 
for urgent purchases. Similarly, Moschis et al. (1997) found convenience, in terms of 
closeness to home, and speed at check out to be important for food shopping, whereas 
for clothes shopping, consumers wanted more personnel assistance and ease of return.  
Overall, the literature review suggests that consumers may associate certain store 
formats with specific expectations and needs. Thus, the main hypothesis of this study is 
the following:  
H1: Consumer attribute saliencies vary for the different retail formats. 
Research Methodology 
This study consisted in two phases: (1) preliminary in-depth interviews and (2) survey.   
Phase 1: 
To assess the previous hypothesis, this study utilized in depth interviews to identify 
customer expectations regarding consumer salient attributes for the different retail 
formats. Twenty interviews were held with consumers of different sex and ages. The 
interviews ranged from 25 to 55 minutes, with an average of 41 minutes. Informants 
were recruited by the first author through a pre-specified procedure. Real names were 
changed for purposes of confidentiality.   
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Following Spiggle’s (1994), inferences resulted from the process of analysis and 
interpretation of the data. The analysis of this data identified consumer expectations 
regarding the salient attributes for an ideal purchase experience for the different 
formats. Although the academic literature has identified salient attributes for store 
patronage these interviews attempted to identify additional potential country specific 
attributes.  
The interview data identified twelve store attributes that were salient for 
consumers when shopping at the different retail formats (a summary of the salient 
attributes is shown in Table 1). Furthermore, the interview data suggests that in some 
cases there are attributes more important than others for consumers, when shopping at 
different retail formats.    
Table 1: Salient attributes Developed from In-Depth Interviews (total n= 12) 
1 Employee Responsiveness 7 Quick and Easy access to Store 
2 Location Convenience 8 Parking Availability 
3 Product Quality 9 Low Prices 
4 Purchase through Internet 10 Store Promotions 
5 Safe Store Environment 11 Payment Options 
6 Layout and Decoration of Store 12 Product Assortment and Availability 
 
1) Employee Responsiveness: 
Several respondents mentioned that it was essential for them to find knowledgeable, 
helpful sales assistants. Consumers want to be able to speak to someone in the store.  
“I like employees that approach the consumer. I hate it when I’m looking for 
something and the salesperson seems to avoid me. This usually happens when 
buying in department stores” (woman, age 25) 
 
2) Location Convenience 
Some respondents considered that the location of the store was an important attribute, 
and that it had to be close and convenient to their home or workplace.    
“The most important element for me when choosing a retailer is the location of 
the store. It has to be close to my home” (woman, age 42). 
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3) Product Quality: 
Product quality was suggested a few times as a very important attribute, especially when 
shopping for groceries.  
“It is very important for me to find products of good quality” (man, age 32) 
4) Purchase through Internet 
Consumers mentioned that they considered important to have Internet access to 
purchase products and obtain product and services information.   
“It is ideal to be able to shop both physically and virtually” (man, age 45) 
5) Safe Store Environment 
Respondents worried much about their security when shopping at retail stores, and they 
valued a safe environment.   
“The most important thing for me is to feel safe when I am shopping” (woman, 
age 33) 
 
6) Layout and Decoration of Stores: 
Respondents preferred to shop at attractive stores, with large fitting rooms, light, and 
areas for children to play.   
“I like stores that are bright, with much light, and that everything is organized 
by areas. I don’t like untidy environments” (woman, age 28). 
 
7) Quick and Easy Access to the Store 
When arriving to the store, consumers want to be able to do it without complications. 
When checking out, consumers want cashiers to be available.  
“I don’t want to wait in line for long when I pay, and I don’t want to wait for a 
product. I want the shopping process to be quick and simple” (man, age 28) 
 
8) Parking Availability 
All respondents mentioned the need of finding adequate parking space. 
“I like to shop at places that have easy access, with lots of parking spaces 
available” (woman, age 25) 
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9) Low Prices: 
Some respondents mentioned that they expected to find low prices and discounts in the 
store. 
“When it comes to decide between two retailers I consider prices and discounts, 
because products are the same in all of them” (man, age 24) 
 
10) Store Promotions 
A few consumers mentioned that they liked when stores offered products on sale or 
special discounts to complement full prices. 
“I expect discounts and sales when I shop. I love to have alternative prices to 
choose either expensive or cheap products” (man, age 44) 
 
11) Payment Options 
Consumers want the store to accept all forms of payment (cash, credit card, check, and 
debit card).  
“I like to have different payment options when shopping for my family” (man, 
age 35) 
 
12) Product Assortment and Availability 
Consumers want to have products in stock and available to take home. 
“I like Jumbo a little more, which is a bit more expensive than other grocery 
stores, but it has better assortment, and you can find products there that you 
could not find in other places”(woman, age 32) 
 
According to the interviews, the saliency of some attributes of the shopping experience 
varied by retail format. Consumers were more interested in having knowledgeable sales 
assistance when shopping for home improvement products and department stores. Sales 
assistance was considered less important (but still valuable) when shopping for 
groceries, health and beauty products, and apparel. For example, when buying 
appliances, they wanted timely and reliable delivery. When buying groceries and health 
and beauty care products, consumers want a fast shopping experience with no check out 
lines. For electronics and appliances, consumers expected product demonstrations. 
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Phase 2 
In phase 2, a survey was pre-tested and applied to a sample of 700 graduate students of 
a Chilean University. Of the total surveys applied, 640 were returned complete and 
usable, with a response rate of 91.4%.  
Respondents were mainly professionals, with income levels higher than the 
national average. The average age was 35.1 years, and fluctuated between 22 and 55 
years old, however, 48% of respondents had between 30 and 36 years of age. Women 
represented 34.1% of respondents and 65.9% were men. Married people were 71.1% of 
respondents, and a 28.9% were single. The average net family annual income was US$ 
36.000, and the number of people that lived in the households was 3.55 people. 
The survey asked respondents to evaluate the importance of each variable 
mentioned, when shopping at each of the different retail formats mentioned in this 
study, on a 5-point likert scale (1= not important at all,  to  5 =  very important). It also 
measured some demographic variables such as age, income, marital status, and number 
of people living in the household. 
Data Analysis and Results 
The analysis of the data is centered in the relative saliency of the 12 attributes 
generated from the in-depth interviews. To address this issue we examined (1) whether 
the attributes were in salient for the subject population, and (2) if so, to what degree. 
Results exposed in Table 2 show the mean scores for each attribute correspondent with 
the retail format evaluated in the questionnaire.   
The 12 variables included in the survey where statistically tested in a One-way 
ANOVA test with a significance level of 95%, in order to verify if there existed 
differences between the medias shown in Table 2. 
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Table 2: Mean Scores of Retail Store Attributes 
Attribute Grocery Department Store Drug Store
Home 
Improvement F Value 
a
Product Quality 4.53 4.57 4.62 4.54 1.054 
Merchandise Assortment 4.41 4.42 4.39 4.50 1.513 
Safe Store Environment 4.40 4.46 4.40 4.41 0.459 
Access to the store 4.33 4.26 4.44 4.27 3.725* 
Parking Availability 4.33 4.41 3.72 4.42 0.944 
Employee Responsiveness 4.32 4.57 4.67 4.61 16.367* 
Payment Options 4.32 4.41 4.42 4.46 1.607 
Low Prices 4.18 4.08 3.89 4.24 9.577* 
Store Promotions 3.97 4.11 4.03 4.24 6.152* 
Store Layout & Decoration  3.92 4.18 3.92 4.12 7.276* 
Location Convenience 3.60 3.44 4.41 3.61 60.434* 
Purchase through Internet 2.89 3.27 3.49 3.13 11.651* 
a Analysis of variance, d.f. = 3, significance level 95%, * significant, p< 0.05  
The data from Table 2 shows that 8 of the 12 total store attributes are evaluated 
as important or very important (mean score equal or higher than 4) by Chilean 
consumers. The salient retail attributes are: product quality, merchandise assortment, 
safe store environment, quick and easy access to the store, parking availability, 
responsiveness of employees, payment options, and low prices.  
Furthermore, the data shows that 7 of the 12 store attributes variables have 
significant variability across their means at a significance level of 95%. The following 
variables: responsiveness of employees, location convenience, possibility of purchase 
through Internet, store layout and decoration, quick and easy access to the store, low 
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prices, and store promotions, showed significant differences across formats. This 
implies that consumers give more importance to some attributes over others depending 
on the retail format where they are shopping.  
Thus, H1 is partially supported. The saliency of some store attributes varies for 
consumers when shopping at different retail formats. Nevertheless, the remaining retail 
store attributes such as product quality, merchandise assortment, safe store environment, 
parking availability, and payment options were found to be salient to consumers, but 
didn’t show significant variation across retail formats. These differences are explained 
below. 
Responsiveness of employees: this variable is significantly more important for 
consumers when shopping at a department store, a drug store, or a home improvement 
store, rather than in grocery stores. This might be explained by the fact that Chilean 
grocery stores are self-service stores, where interaction with employees reduces to the 
payment at the registers. In the other store formats, responsiveness of employees 
represents the most valuable attribute for store patronage. 
Location Convenience: overall, this attribute is not evaluated as among the most salient 
for consumers, but it is significantly more important when shopping at a drug store than 
in any other store format. This is probably because of the urgency of the purchase that 
usually is involved when shopping for pharmaceutical products. Additionally, drug 
stores in Chile have transformed into convenience stores, providing basic groceries and 
services for consumers that are in a hurry and require available parking space.   
Purchase through Internet: this variable is significantly more important when shopping 
in a drug store than in any other store format. The reason to this might be related to the 
unavailability to leave home when you are sick, making remote shopping a very 
convenient option when medical supplies are involved. At the same time, remote 
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shopping is also significantly more important when shopping from a department store 
than from a grocery store, which might be explained by the type of products they sell, 
such as meat, fruits, and vegetables. Perishable products like these are the most 
recurrent buys in grocery stores, and people tend to like to see and touch these products 
before buying them, which makes it difficult to offer them through internet. This 
problem becomes less relevant with department store products, most of them available 
through the web. 
Layout and Decoration of the Store: this variable is significantly more important when 
shopping at a department store or a home improvement store than at a grocery or at a 
drug store.  This might be explained because department stores are usually more 
focused on creating fancy environments, and consumers expect to find a nice decoration 
when shopping at them. As for home improvement stores, consumers expect to find a 
nice layout rather than a warehouse style.   
Quick and Easy Access to the Store: this variable shows significant differences only 
between drug stores and department stores. This can be explained by task definitions 
and type of purchase. Department stores, on the other hand, still represent a non-regular 
purchase. At the same time, these stores are mostly located in malls where people go 
with plenty of spare time to walk around so quick and easy access becomes less 
valuable. 
Low Prices: this variable is significantly more important when shopping at a home 
improvement than at a drug store. At the same time, low prices are also significantly 
more important when shopping from a department store or a grocery store than from a 
drug store. This might be explained by the fact that people are not willing to sacrifice 
quality for a lower price when it becomes to medications. On the other hand, this 
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sacrifice is the base for price wars between department stores and between grocery 
stores, and explains the success of own brands in these formats.  
Store Promotions: this variable is significantly more important when shopping at a 
home improvement than at a drug store or a grocery store, although no more important 
than at a department store. Among drug stores, grocery stores and department stores 
there is no significant differences. 
Discussion and Conclusions 
Due to this aggressive level of competition, and in a situation where consumers can buy 
the same products in any of the four retail formats, it is important to understand what 
are the most salient attributes for consumers when shopping at the different formats. 
Overall, this study provided a better understanding of the most salient attributes for 
consumers when shopping at different retailers, and the results indicate that salient 
attributes vary across different retail formats. Emphasizing salient attributes for each 
format can be key for retailers in order to increase store patronage and achieve loyalty 
from consumers. 
Overall, when analyzing the data for the four retail formats, we see that most of 
the retail store attributes evaluated in the survey are salient for consumers. For example, 
the most important attributes for consumers across all formats (with mean score 
evaluations over 4) are: product quality, employee responsiveness, safe store 
environment, access to the store, payment options, and merchandise assortment. This is 
consistent with the retail literature that has identified most of these attributes as salient 
for achieving store patronage (e.g., Arnold et. al., 1983; Hackett et. al., 1993, Bell et al, 
1998). One interesting finding is that safe store environment is a salient attribute for 
Chilean consumers, which may be idiosyncratic due to the institutional environment of 
the country. Another interesting finding is that the most salient retail attribute for all 
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four retail formats is product quality. This result suggests that for consumers product 
quality is mandatory, and retail firms cannot use quality as a differentiation attribute. 
The data also shows differences in store attribute saliencies for consumers when 
shopping at different formats. This means that location, low price, and assortment may 
not be universally the most important retail store attributes for all retailers (e.g., Arnold. 
et al., 1983). This implies that it will depend on the retail format that consumers are 
shopping. Thus, retailers should emphasize certain store attributes over others 
depending on their format in order to satisfy and retain their consumers.  
These results suggest that it is important for retailers to recognize that attribute 
saliency differs across formats. Due to the increasing competition and concentration, 
retailers in Chile are becoming multi-channel companies that own different retail 
formats. For example, retail companies such as Falabella and Cencosud, have grown by 
acquiring complementary formats, such as drug stores, home improvement, and grocery 
retail chains, as well as by internationalizing to neighboring Latin American markets. 
Thus, according to our results, Falabella should provide a different retail offer by 
highlighting the specific attributes that are salient for consumers for a particular retail 
format.  These retail firms should not standardize their retail offer across all formats. 
Limitations and Future Research 
A major limitation of the current study lies in the sample used. The choice of a database 
of 700 graduates of a high-level university in Santiago limits the generalizability, due to 
the selection of the sample solely targeting the middle-up income market. Obviously, 
future research should address this issue by considering lower income markets as well. 
 Despite the limitations, this study has identified significant differences, as well 
as some interesting commonality, between attribute saliency of shoppers in Chile. More 
importantly, the findings should enhance our knowledge of Latin American consumers.  
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Appendix 1: Retailing Industry in Chile at 2005* 
 
 
Retail Chain  Market 
Share 
Ownership 
Grocery Retailers   
D&S  35% Ibañez Family 
Cencosud 28% Paulmann Family 
Others   
   
Department Stores   
Falabella 21% Solari-Cuneo Family 
Ripley 15% Calderón Family 
Paris 14% Paulmann Family  
   
Drug Stores   
FASA 30% Codner Family 
Salcobrand 29% NA 
Cruz Verde 34% Harding Family 
   
Home Improvement   
Sodimac 21% Del Río-Solari Family 
Easy 5% Paulmann Family 
 
* Source: Company Annual Reports, 2006; AC Nielsen Report 2005. 
 
 
 
 
  
 
 
